
BOOKS

Book reviews and books of interest to
“Tobacco Control” should be sent to the
editor at the address given on the inside
front cover.

Marketing public health
Marketing public health—strategies to
promote social change. Michael Siegel,
Lynne Doner. Gaithersburg, Maryland:
Aspen Publishers, 1998, ISBN
0-8342-1071-1, pp 530.

This is a somewhat unusual book about
social marketing. Not only does it present the
traditional marketing paradigm with lots of
“how to” lists, the authors argue well that
considerable marketing of the concept of
public health is itself needed. More than
other US marketing or advocacy texts, this
book looks at why the current health issues
exist, and presents a good case for why we
need to think diVerently about public health
marketing than we have.

The book is divided into two parts. Part 1
deals with why marketing in public health is
diVerent from commercial marketing, and
that the concept of public health itself needs
to be promoted as a way of making the policy
climate for public health interventions more
receptive. Siegel and Doner document well
the various barriers public health practition-
ers face with regard to marketing, including:
limited resources; negative or no demand
(from consumers) for some public health rec-
ommendations (for example, less alcohol con-
sumption); a hostile/competitive environment
in which social change is being marketed; lim-
ited marketing and advocacy skills training of
many public health practitioners; and limited
ability to assess impact.

With both authors from the United States,
the book has an obvious US focus, and all the
examples and discussion of the political
problems facing the public health infrastruc-
ture and social environment relate to the US,
which may not always apply to other
countries. Many of the problems prevention
and public health services face are indeed all
too familiar, however, and the diYculties in
marketing public health concerns also apply
around the world.

Part 2 comprehensively covers the “how
to” of public health marketing, including the
planning process, message framing and com-
munication, and monitoring and evaluation.
A fifth P is added to the usual 4 Ps (product,
price, place and promotion). The fifth P rep-
resents “partners”, although the authors have
not drawn on the growing literature on coali-
tions and intersectoral strategies in health
promotion to elaborate on how best to
enhance this aspect.

Michael Siegel has a strong background in
tobacco control. Readers of Tobacco Control
will appreciate the many tobacco examples,
and how “big tobacco” has successfully
appealed to what the authors see as core US
values of freedom, independence, autonomy,
control, fairness, democracy and free
enterprise, and public health advocates have
been less successful with framing their
appeals to “health”. The authors helpfully
propose alternative messages that can be

expected to have greater impact. One line
that resonated well for encouraging the
reframing of messages was: “People don’t
buy products, they buy expectations of
benefits” (p 319).

A consistent theme throughout the book is
the need for public health marketers to pitch
their messages better to address these core
consumer values. “The public health
practitioner must be able to oVer programs
with a benefit that the audience appreciates
and demands, to back up this oVer, and to
communicate an image of public health pro-
grams or the public health institution that
reinforces core values of the target audience”
(p 117). Of course, other core values may be
applied.

The authors also describe the successful
application of marketing principles to
tobacco control policy initiatives, such as the
defeat of proposition 188 in California
(which was sponsored by Phillip Morris), and
a case study of the campaigns in five US
states for a state tobacco excise tax.

The book contains loads of specific
suggestions and suggested steps for working
through the various stages of planning,
implementing, and evaluating marketing
campaigns, such as how to conduct formative
research. There are many “real life” examples
with innovative suggestions for conceptualis-
ing issues, such as appendices examining dif-
ference between advocacy and lobbying in
the US context, and a framework for catego-
rising social change objectives and strategies
(developed by Kasturi Rangan and others at
Harvard) along two dimensions of low cost to
high cost to the target audience and tangible,
personal benefits to intangible, societal
benefits, and the corresponding marketing
problems and solutions.

Overall, the book is a great resource, com-
prehensively drawing on the history of social
change marketing, as well as recognising the
social and environmental determinants of
health. I recommend it for public health stu-
dents, and am sure it will provide fresh
insights into framing messages for experi-
enced practitioners.
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CALENDAR OF
EVENTS

Full details of events to be included in the cal-
endar should be sent to John Weller, technical
editor, BMA House, Tavistock Square,
London WC1H 9JR, UK; john_weller@
msn.com.

WHO International Conference on
Global Tobacco Control Law
7–9 January 2000, New Delhi, India
Further details: Derek Yach, Tobacco Free
Initiative, World Health Organisation, 1211
Geneva 27, Switzerland. (Tel +41 22 791
2736; fax +41 22 791 4769; yachd@
who.ch; www.who.int/toh/Otherlinks/
tabacweb.htm)

91st Annual Meeting of the American
Association for Cancer Research
1–5 April 2000, San Francisco, California,
USA
Further details: American Association for
Cancer Research, The Public Ledger
Building, Suite 826, 150 S Independence
Park West, Philadelphia, Pennsylvania
19106, USA. (Tel +1 215 440 9300; fax
+1 215 440 9313; aacr@aacr.org)

World No Tobacco Day—
“Entertainment”
31 May 2000
Further details: Derek Yach, Tobacco Free
Initiative, World Health Organisation,
1211 Geneva 27, Switzerland. (Tel +41 22
791 2736; fax +41 22 791 4769;
yachd@who.ch)

Technical Assistance Legal Center
Conference on the Legal Issues in
Regulating Tobacco Advertising
8 June 2000, Emeryville, California, USA
Further details: Rachel Levine, Program
Administrator, TALC, 505 14th Street,
Suite 810, Oakland, California 94612,
USA. (Tel +1 510 444 8252; rlevine@
phi.org; www.phi.org/talc)

11th World Conference on Tobacco or
Health
6–10 August 2000, Chicago, Illinois, USA
Further details: Conference Secretariat
Manager, American Medical Association,
515 North State Street, Chicago, Illinois
60612, USA. (Tel +1 312 464 5159; fax
+1 312 464 4111; 11thWCTOH@
ama-assn.org)

UICC Conference on Cancer Control
Issues in the Year 2000
8–9 September 2000, Seattle, Washington,
USA
Further details: GP Murphy, Cancer
Research Center, Northwest Hospital,
Pacific Northwest Cancer Foundation,
Seattle, Washington, USA. (Fax +1 206
363 3196)

National Lung Cancer Awareness Day
12 November 2000
Further details: Carolyn Clary-Macy,
University of California, San Francisco/
Mount Zion Cancer Center, USA. (http://
cc.ucsf.edu/news/lung_ca_awareness.html
or ALCASE at www.teleport.com/∼alcase)

UICC International Smokeout
16 November 2000
Further details: International Union
Against Cancer, Geneva, Switzerland.
(Fax +41 22 809 1810; education@
uicc.org)

Sixth International Congress of
Behavioral Medicine
15–18 November 2000, Brisbane,
Queensland, Australia
Further details: Intermedia, PO Box 1280, Mil-
ton, Queensland, 4064, Australia. (Tel +61 7
3369 0477; fax +61 7 3369 1512;
ICBM@im.com.au; www.icbm2000.conf.au)
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